In the conditions of growing demand and rising barriers to customer requirements, the key competence of the company that determines its duration and development, is the ability to create the customer capital. This ability is directly related to the building and transferring of knowledge. The customers are becoming a source of knowledge for the enterprise more and more, who create their own initiative or are inspired by the enterprise. Virtual communities are embroiled in a web of relationships enabling interactive communication message, the content of which can be used in the process of: design, manufacturing, delivery and communication of values. Realizing the potential of virtual community generates business opportunities to create a unique product. Such a product meeting the functional and emotional tasks defined by the customer, is created on the basis of relationships grounding on cooperation and commitment of the customer, which positively reflect the stability of the relationship, and thus reduce the risk of capital engagement. The research on changes in attitudes and behavior of customers and on the emerging challenges for the company, identified the opportunities and barriers of building the knowledge base with the help of virtual communities and show that the effective use of the potential of virtual communities in the process of customer capital creation requires not only the development and implementation of strategy integrated with the global strategy of the company but also building an organizational culture open to the implementation of the customer"s interest. The verification of the hypothesis is based on the analysis of scientific research centers and other studies in the literature.
Introduction
The XXI century is the century of a turbulent change: technical and technological information revolution, intensifying processes of globalization, but above all, the age of the struggle for the customer. The crisis of overproduction, accompanied by: a steady increase in the number of suppliers capable of providing essentially all of the expected customer value, after getting a lower satisfaction cost, implies a radical change used so far to compete (Kaplan and Norton, 2002, pp. 22-23) . Quick implementation of new technologies, perfect financial management, increase of productivity, improvement of standards, realization of economies of scale or maximum standardization are the conditions necessary but not sufficient for the protection of long-term supply of capital for the company (Doligarski, 2006, p. 433) . In the new conditions of source management of competitive advantage is no longer the quality of the product, not even customer satisfaction created by delivering the value expected, but it becomes a lasting relationship with the customer, based on loyalty and profitability.
The value of that relationship is identified with customer capital, which in essence reflects the economic utility of the customer. This utility is inextricably linked to the market and resource potential of the customer, and therefore with his/her ability and willingness to direct and indirect capital supply, which ultimately translates into the customer value for the company and the value of the company itself (Caputa, 2015a, pp.14-15 ). An important determinant of that power is the duration of the relationship. When striving to maximize the benefits coming from the capital engaged, the company faces the necessity of not only acquiring the customer, but also to maintain and develop this relationship in the long term. The road to this goal is to build satisfaction, intimacy, trust and customer engagement (Prahaland and Ramaswamy, 2000, p.80, Rudawska, 2008, pp.178-190) .
Creating and maintaining the advantage based on profitable and permanent relationship with the customers in the conditions of increasing demand barrier, requires offering a unique product on the market that the customer selects from the whole mass of others, guided by the subjective and variable criteria, which go far beyond the nature of the product (Doyle, 2003 , pp.270-272, Bielecki, 2006 , p.257, Caputa, 2015b . A unique product is the company's reply to the needs of the customer, which in the subjective customer"s assessment solves problems better than the competitive products (Caputa, 2016) . Creation of such a product is not easy, especially that, the above mentioned changes also had an impact on the attitude and customer behavior, and it is so clear that today it is commonly spoken about the phenomena of the "new consumption" (Bywalec, 2007, p.137) , or "intelligent consumption" (Havas Prosumer Report, 2014) . As a result, customers today are: educated, aware, active and increasingly demanding participants of the market game. When making decisions about the capital supply for the company, they evaluate not only the final result of the company's activity through the prism of their experience and information from other market participants, but they evaluate the whole process of creating, delivering and communicating on the market, in the context of its impact on the environment and compliance with ethics, resulting in the greening of consumption. They more and more often direct their spending to meeting the needs of a higher order, which results in servicing and dematerialization of consumption. They manage time, waiting for the possibility of transferring the places of meeting the needs from public institutions to the private space and accessing them at any time. They also look to a free choice of information contents, as well as creating and offering their own content to other customers, which translates into an increase in virtualization of consumption. They expect a personalized offer and are willing to participate actively in the process of its creation, which confirms the growing phenomenon prosumerism.
As it stems from the above, the creation, delivery and communication of a unique product on the market of in the conditions of growing price pressure, forces the companies to develop new skills, the effect of which is primarily to understand the customer, and thus provide them with the expected values: faster, better, more convenient and cheaper (Caputa, 2015b, p. 57) . The starting point for achieving this objective is to obtain information and resources to generate awareness about the value that determines the user (customer) satisfaction. In consequence, the source of knowledge for the enterprise are becoming the customers more and more often who, using their own initiative or inspiration from the enterprise itself, establish virtual communities and become caught up in a web of relationships enabling interactive communication transfer, the content of which can be applied in the process of value creation. This explains the growing activity of enterprises in terms of the utilization and development of the resource potential of online communities (Gassmann et al., 2012, p.175) .
From the perspective of conducting business activity a fundamental issue, however, is not whether to use these communities, but how to use them to maximize the benefits of the capital employed? The main objective of the work is to identify the opportunities and barriers of building the knowledge base with the help of virtual communities and to verify the thesis assuming that the effective utilization of the resource potential of virtual communities in the process of customer capital creation requires developing a strategy and establishing the organizational culture open to the realization of the customer"s interest. The verification of the hypothesis is based on the analysis of the experiences of selected companies, other research centers and literature review.
The essence and classification of virtual communities
The dynamic development of information and computer technology, including the Internet, contributed to the development of virtual communities. In general, this community can be defined as a social network that uses computers to establish, maintain and develop relationships and within the group builds a network of relationships where certain characteristics are the junction of common community creating them. As a result, the Internet community is characterized by: using a computer to establish a relationship, often lack of the ties of territorial homogeneity concerning the interests, values, ideas and attitudes of their members, heterogeneity in terms of age, social status and other factors, status, independence and freedom of choice (Wellman and Gulia, 1997, p. 15) .
Differentiation of the virtual community generates the possibility of introducing a number of criteria characterizing the various communities, their synthetic overview is included in table 1. The criteria above do not exhaust the existing possibilities, but also characterize the Internet community in one dimension. When analyzing the opportunities and barriers of using the virtual communities in the process of customer capital creation, it is worth introducing such typology which characterizes them through the community relationship with the real world, and also relates to their characteristics such as: how the assumptions and the type of relationships bind the community. The types of virtual communities distinguished on this basis are presented in figure 1. (Burszta, 2003, p.162) .
The communities that exist only in cyberspace emerge regardless of human relationships outside the network and their bond are common interests, beliefs and values. Participation in these communities is the most common manifestation of satisfying the needs of people belonging to some group and building their identity in this way. It should be emphasized here that the emergence of such communities does not exclude the possibility of transferring the relationships established virtually to the real world.
The online communities can be formed by the initiative of the participants and base on family relationships, friendly or social (professional) ties and also may be of sponsored character. In this case, they are set up and managed by a third party (sponsor), and the relationships established and developed in the group include both the relationships between members of the forum, as well as of the sponsoring organization. Creating this type of community is not accidental and is closely related to the implementation of the objectives that is defined by the sponsor.
Regardless of their classification, online communities are a gathering of people who participate in them to satisfy their needs. Referring to the definition of community by B. Wellman, who treats it as a "source of social life, support, information, a sense of belonging and social identity" (Wellman and Gulia, 1997) . The features of online communities can be defined. It should be noted, however, that they take place via computer and the Internet, which requires the use of social media appropriate to the needs of users. As a result, based on the relevant criteria the model division of online communities may be introduced based on the needs of users and features social media, allowing their satisfaction (table 2) . When characterizing the Internet community the attention should also be paid to the type of users participation in the social media in the process of constructing and transmitting the media content. The user of the social media, on the basis of formal or informal premises, may play the role of:
 consecutive relays transmitting specific information further to a defined recipient or to an unidentified group of people,  verifier of media contents published in the old and new media, generated by both mainstream media as well as non-professional users,  adding a comment (of different length and substantial quality) to the media content,  creator of the message who prepares and publishes new contents,  passive recipient of information (Nowak, 2012) .
The role that the participant in an online community serves in the network of relationships has a significant impact on the assessment of the information and reference potential, as the information sender. It translates into: quality of information, information efficiency, and consequently, the effectiveness of communication (Cornelsen, 2000 , p.199, Fridriechs-Schmidt, 2006 . As a result, the roles taken or accepted may contribute to the success or failure of the particular forum (Tang and Yang, 2006) .
Opportunities and barriers of using online communities in customer capital creation
The communities indicated, grounding on a network of relationships used to meet the needs of their members, can be successfully adopted in the customer capital creation. Referring to the paradigm of accounting, that is the resource, and financial description of phenomena, this capital can be defined as a collection of intangible assets inherent in the current and potential customer base, whose value reflects the stream of future cash flows generated by the company in connection with the delivery of customer value in the whole potential period of the maintenance of this relationship (Caputa, 2015b, p.73) . On one hand, we deal with the customer potential in terms of company capital supply, and on the other hand with the potential of the company to meet customer requirements.
The customer potential, reflecting the value for the company, is inextricably linked to customer willingness and ability to provide capital in a direct and indirect way. The direct supply, remaining in connection with the customer income and development potential, is the result of transactional customer relationships. In contrast, indirect supply is the result of one or two-way flow of information, which may take place in a group of customers as well as between the customers and the enterprise (Tomczak and Rudolf-Sipötz, 2003, p.138, Schneider, 2007, p.116) .
Taking the benefits into account of the information flow among the designated parties indicated in table 3, it is not difficult to verify that, regardless of whether the flow is based on the social or business relationship, its effects can translate into the value of relationships assessed by both parties, and consequently, into their duration. The result of this flow is in fact: increase in the possibility of generating a stream of revenue, reduce the costs and the stream of capital engaged.
Table 3 Selected benefits resulting from the flow of information in "company-customer", "customer-company" relationships
Communication in "customer-customer" social relationships Customer perspective
• obtaining information about the characteristics of the product and service quality supported by the experiences of other customers • reducing the time of searching for the product, • reducing the risk of selecting the product incompliant with customer requirements, • strengthening the confidence in the product and the company, the opportunity to purchase the product solving the multidimensional "customer problems" strengthening and developing the existing knowledge resources about the product, its manufacturing and the company, the opportunity to actively participate in the manufacturing, delivery and communication of the product on the market, the opportunity to establish close relationships based on satisfaction relationship with the company.
Source: own work
Proceedings of the 4 th International Conference on Marketing, Vol. 4, 2016, pp. 36-49 When striving to maximize the benefits coming from the capital engaged, the companies should see the customer not as a passive purchaser of the offer, but a resource whose knowledge potential properly used and developed contributes to the increase in the company value. In this moment it should be emphasized that the acquisition and development of customer knowledge resources in the conditions of growing demand barrier is of fundamental importance. Supplying the company with capital is not possible without gaining the customer, what in turn forces the willingness and ability of the company to address the functional and emotional tasks systematically, posed by the desirable customer from the perspective of the objectives achievement in the particular exchange conditions. Moreover, the company must cope with this task faster and better than the competition. This is impossible without the customer, who on the one hand is the addressee and user knowledge of the activities undertaken in the enterprise and, on the other hand she/he is an architect of these activities, determining, through the acquisition of a product, which activities create value and which are "empty", thus she/he becomes the censor of knowledge embodied in the products offered (Caputa, 2008, pp.165-177) . In consequence, knowledge becomes the basis of the relationship linking the customer with the company, which determines the capital supply ( fig. 2 ).
Figure 2 Knowledge as the basis of the relationship linking the customer with the company
Source: own work When speaking of enterprise"s customers and the possibility of using their knowledge in the process of company value creation using the online communities, one must step outside a narrow understanding of the customer as a buyer who has the final product offered by the company and accept the definition used in the concept of TQM. According to this concept, the customer is "any person who pays and/or uses the product after it is delivered" (Sandholm, 1997, p.59) . As a result, this category includes not only the entity that buys the product on the market, but also: The effects above can also be achieved through a direct contact with the customer or the use of traditional media to gather and transmit information. However, an undeniable advantage of virtual communities is the ability to gather and transmit a large amount of information to a geographically dispersed group of people in real time, at relatively low capital outlays. Nevertheless, one cannot forget that the participants of virtual communities are characterized by different activity and different knowledge potential. The motivations of participation, information gathering and transmission in the network are also diversified, as well as the power of such message. In consequence, the potential of the network in the process of customer capital creation cannot be judged only by the number of participants (Caputa, 2016, p. 133) .
Each of the above mentioned features differentiating the participants of the network can also be a barrier at the same time for the use of these communities in the process of customer capital creation. The passivity of network participant has a negative impact on his/her attitude and behavior, especially as: a sender, relay and creator of information gathered. Also the reception of information broadcast by other participants, that are obtained without emotional involvement, is difficult to combine with the concept of loyalty, and thus it is hard to transfer it into a repetitive purchasing behavior of the participant. Indeed, the inertia of the participant does not have to eliminate him/her as a source of company capital supply, especially in the short term (Bliemel and Eggert, 1998) .
A significant barrier of using the Internet community may also be motivations. The participant satisfies the needs by joining the community. If these needs remain in relation with, among others, desire of belonging to the community, active participation in the exchange of information or identity building, the participant will be willing to be active, which can be reflected in: willingness to share experiences, recommending a product, transfer of knowledge about the possibility of solving a particular task , sharing own ideas or testing new solutions, product or even an idea. If, however, his/her motivations come down to solving a specific, individual problem such as: filling in the questionnaire, its usefulness as a provider of indirect capital supply for the company is negligible.
From the perspective of achievement of the company objectives, the most significant barriers of using the virtual communities in the process of customer capital creation is not only the readiness of a participant to use of launch the information transfer, but also the ability to create, process and transmit information. This ability is in a direct connection with: knowledge resources, their launch allows the participant of the community to start information transfer with unique quality and power of such transfer, which translates into its effectiveness.
The value of knowledge resources that the network participant has at disposal is assessed by its user in each case. Thus the network participant will be considered as a source of company capital supply, only when he/she possesses such information resources that can contribute to the process of company value creation. This contribution remains in connection with both frequency and power of transferred references and recommendations, as well as information that the company uses itself in the process of identification and resolution of functional and emotional customer"s problems in a way allowing minimizing the cost of his/her satisfaction. Special importance is gained by such network participants, who can play a role of so-called lead user or opinion leaders. Lead user is such user of the products offered by the company, who not only possesses information about the needs, but also how to resolve the customer's problem (Reichwald and Piller, 2006, p.126) .
Therefore, the participant in the network has a high awareness of the problems and possesses the ideas correspondent with the needs, that most users will come into contact in the future (von Hippel, 1986 , p.79,1Herstatt, 1991 .
As a result, the company may treat such an entity as a kind of laboratory of ideas, whose knowledge and skills properly used support the process of creating value, in particular, among others, by: reducing risks and uncertainties of own innovation process, shortening the time from the start of work on the product until the product launch, increasing the degree of product innovation noticed by the customer, increasing the positive attitude of the buyer to the products offered by the company (Franke and Piller, 2004 , p.6, Reichwald and Piller, 2006 , p. 57, Szneider, 2007 . It should be emphasized that such a member of the community is not only attractive as a supplier of information and co-creator of value, but also as an entity of reference potential. As a user, who is distinguished by readiness to launch innovation aimed at solving a specific problems, what results in own solutions, by providing references she/he is able to influence the attitudes and buying behavior effectively of other members of the network. Reputation lies at the core of the high reference potential of the entity, coming primarily from his/her practical experience supported by expertise that translates into reliability of the information provided. In effect, lead user is a provider of information, not only with high quality parameters but also in certain circumstances it may be characterized by high information performance. This performance, however, is determined by a network of social relationships, that the informant establishes in the environment and his/her position in the network. A special position in the network is taken by so-called opinion leader, that is an entity, that strengthens the credibility of the information provided informally, at the same time she/he may influence the behavior of others. Leader"s reputation lies at the basis of this communication, coming from his/her personality and professional knowledge, which in turn means that his/her views and behavior serve as the basis of orientation for the others (Vernette, 2004 , p.90, Roch, 2005 . Opinion leaders thus create a visible point -relay station in the information network, which makes it possible to spread information and reach out to a wider audience. It should be noted, however, that the leader, in order to maintain his/her position must act as guardian, and therefore decide which information is reliable and will be accepted by him/her and passed on. She/he must act as a leader as long as his/her opinion will have an impact on the attitudes and behavior of other entities.
Strategy of social prestige in creating the resource potential of virtual community
The possibilities of leaders and users, stemming from the power of transfer, definitely indicate that the company, leading to effective utilization of virtual communities in the process of customer value creation, should take a position of an expert itself. This, in turn, rises the necessity of directing the activities to building such relationships with business stakeholders that ground on trust and corporate reputation. This direction of activities is also justified by the fact that the information transfer cannot be fully controlled within the frames of communities. Nevertheless, the company that has good reputation may effectively participate in views exchange, contributing to enrichment of discussion with the threads introduced, and what follows it, effectively affect the attitudes and behavior of message recipients. In this context it is worth mentioning the research on "Confidence barometer" from year 2008 and similar research conducted in 2010. In the first period mentioned, 58% of respondents confirmed that they trust the companies and products recommended by similar people the most. However, in the next research as much as 64% of the respondents preferred information obtained from experts and scientists (Dorenda-Zaborowicz, 2012, p.69) .
Additionally, this research indicated that the best effects in social media are obtained by marketing campaigns based on reliable building of trust and prestige. The sender of such information becomes a leader, taking the position of a "trusted adviser", what, as N. Linnell states, launches the mechanism thanks to which the users buy the product, recommend it in the network or/and promote in the Internet, trusting that it is based on true intention (Linnell, 2010) . Therefore, when leading to the utilization of the potential of virtual community, the company has to take actions aimed at creating a positive market perception of its resources, having reflection in, among others: high market value of a brand and distinctive reputation of the company. Consequently, we deal with a long-term process that is directed to a systematic development of such relationships that translate into capital supply for the company.
The participants of virtual communities while playing the role of: recipients, senders or information relays, become the company"s customers, what, in consequence, means the possibility of basing mutual relationship on the 4C formula adopted for the customer value management, encompassing 4 links: customer satisfaction, customer loyalty, customer value and customer orientation (figure 3). The fact is out of discussion that on the competitive market the customer satisfaction is a starting point of transferring the contact with the customer into a permanent relationship and tie. Nevertheless, it does not guarantee that the relationship will be permanent, what as a result, inclines the company to take actions aimed at customer loyalty creation. The way to this objective leads through putting the customer in such chain of relationships that introduces an emotional assessment in the place of rational assessment of the enterprise and its products offered (Storbacka, et al., 1994 , p.26, West et al. 2006 . The increase in customer engagement in the process of value creation changes the character of ties that link him/her with the company. The customer, co-generating value, and being his/her user at the same time, becomes an integral part of the company along with the development of the relationship, what translates into confidence increase and what follows it, permanent relationships and immunity to activities of competitive subjects.
Not every customer is able to supply the company with capital to the same extent. Not every virtual community possesses the same potential in terms of capital supply. As a result, introduction of the aforementioned formula in practice means the necessity of measuring the customer (community) value, what should also involve his/her readiness and ability to launch and develop information and knowledge resources that may be a contribution to the process of value creation, with the inclusion of customer life cycle. A good business model should present such a concept of activity that provides the enterprise with the opportunity to generate the competitive advantage.
Indeed, obtaining and developing the intellectual potential of virtual communities requires management, what means the necessity of identifying the factors determining its effective utilization for the achievement of business objectives. In the set of these factors, beside such determinants as: professional project preparation or clear problem statement, the following ones are indicated: business complexity and specificity, product brand. However, organizational culture gains special significance (Gassmann et al., 2012, p.181 ).
This culture, being a system of thinking and acting patterns embedded in social environment, bases on subconscious, often unwritten rules that fill the space between the rules set and reality (Zbiegień-Maciąg, 2002, p.2) .
The use of Internet communities in the process of customer capital creation requires generating the resource of organizational culture. The key features of this culture are: activity, cooperation and engagement of all subjects representing both demand and supply side of the relationship in the process of value creation (Caputa, 2015b, p.158) . The foundations of such culture is the partnership that enables a systematic balance between the customer"s and company"s interests, becoming at the same time a provider of permanent capital supply. In consequence, organizational culture of the enterprise that leads to benefits maximization coming from gaining and developing the potential of Internet communities, must be fully open to the customer and its creation triggers not only changes in the way of management subordinate to "customer logics" but also changes in the system of key values and perception of the external world, including the customer role and significance. Achievement of this effect is not possible when the customer value is only a background or a component justifying the declared set of values, rules or behavior patterns.
Conclusions
A dynamic development of virtual communities and social media more and more often forces the company to take action aimed at using their reference and information-cooperation potential. This aspiration is fully justified. Internet communities, basing on the chain of relationships, in the way of information transfer, may develop knowledge resources about the company and its products as well as co-create value, and in effect develop the business knowledge resources. Moreover, using the potential of virtual communities, the enterprise may trigger synergy effects deriving from resources combination. However, it does not mean that each initiative ends up in success (Gassmann et al., 2012, p.175) .
When pointing out the reason for this state of things, it should be reminded that the status of participant in the social media determines the involvement of participants in the content creation and transfer, and as a result, effectiveness of the transfer (Anderson 2006, pp. 73-740) . This status bases on reputation and position in a group. Thus, if the company wants to obtain capital supply through launching and developing the potential of virtual communities, it must offer a unique value. These days knowledge is the basis of this value, and customer is its source and the relationship based on favorable value exchange is the carrier. Therefore, an integral element of the concept of customer capital management is such organizational culture in which the customer is a partner that the value is created and co-created for (Skowron and Skowron 2012, p.147) . A lack of such culture should be considered as a primary barrier of the effective utilization of Internet communities in building the customer capital (Caputa, 2016, pp.133-135) .
One should not forget either that the virtual communities are differed by the knowledge potential of their participants. In consequence, when using the Internet community for the business purpose, the company must: clearly state its objectives concerning the use of virtual community, influence, if possible, on the selection of its participants, what is connected with the assessment of customer resource potential, select the information obtained as well as motivate the network participants to such activity that results in the desired information transfer. Therefore, an effective utilization of Internet communities in the process of building customer capital is connected with the necessity of strategy development that should constitute an integral part of a global strategy of company value creation, especially if its effects should be reflected in a distinctive corporate reputation. Nevertheless, it should be emphasized that both creating the organizational culture open to customer as well as developing and implementing the strategy of using the potential of virtual community based on social prestige requires a systematic knowledge gathering and development with users cooperation and involvement. In consequence, the knowledge barrier of both sides of the relationship makes its development and obtaining benefits impossible.
